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Penelitian ini bertujuan untuk menguji pengaruh brand community, brand 
equity, kualitas produk, kepuasan pelanggan terhadap  loyalitas pelanggan Honda 
Scoopy di Jepara. Variable dalam penelitian adalah empat variable independen 
dan satu variable dependen. Brand community (X1), brand equity (X2), kualitas 
produk (X3) dan kepuasan pelanggan (X4) sebagai variable independen sedangkan 
loyalitas pelanggan sebagai variable dependen. Penelitian ini dilakukan dengan 
metode kuesioner terhadap pelanggan Honda Scoopy di Jepara dan dilakukan 
regresi menggunakan SPSS. 
Hasil penelitian menunjukkan bahwa variabel Brand community, brand 
equity, kualitas produk dan kepuasan pelanggan memiliki pengaruh positif dan 
signifikan terhadap loyalitas pelanggan Honda baik secara parsial maupun 
berganda. Perusahaan perlu mempertahankan kepuasan pelanggan dengan 
mempertahankan kualitas dari Honda Scoopy sesuai harapan pelanggan. Nilai 
ekstensi merek Honda Scoopy perlu ditingkatkan sehingga akan berdampak 
positif bagi brand equity Honda Scoopy yang akan meningkatkan loyalitas 
pelanggan. 
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This study aims to examine the influence of brand community, brand 
equity, product quality, customer satisfaction with customer loyalty Honda Scoopy 
in Jepara. The variables in the study are four independent variables and one 
dependent variable. Brand community (X1), brand equity (X2), product quality 
(X3) and customer satisfaction (X4) as independent variable while customer 
loyalty as dependent variable. This research was conducted by questionnaire 
method to customers of Honda Scoopy in Jepara and conducted regression using 
SPSS. 
The results showed that Brand Brand, brand equity, product quality and 
customer satisfaction have positive and significant influence on customer loyalty 
of Honda either partially or multiple. Companies need to maintain customer 
satisfaction by maintaining the quality of Honda Scoopy as per customer 
expectations. The value of Honda Scoopy brand extension needs to be improved 
so it will have a positive impact on Honda Scoopy brand equity which will 
increase customer loyalty. 
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